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ABSTRACT	
	
	
	
	
	 Millennials	can	be	valuable	assets	to	arts	and	cultural	organizations.		Through	
volunteerism,	these	organizations	can	build	a	strong	relationship	with	this	generation	
that	can	last	into	the	future.		Until	this	point,	however,	little	research	has	been	done	to	
determine	how	arts	and	cultural	organizations	can	motivate	millennials	to	volunteer	
with	their	organizations.		Through	an	online	survey	of	millennials	and	interviews	with	
volunteer	managers	and	volunteers	for	arts	and	cultural	organizations	in	Philadelphia,	a	
model	for	best	practices	to	motivate	and	maintain	millennial	volunteers	can	be	
developed.		Arts	organizations	should	focus	on	visibility	of	their	volunteer	opportunities	
highlighting	their	potential	impact,	providing	flexible	options	for	participation,	and	
building	a	strong	community	within	their	organizations	to	appeal	to	this	demographic.		
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INTRODUCTION		
	
Volunteers	are	important	in	arts	organizations	of	all	sizes,	and	with	a	variety	of	
missions.		These	people	dedicate	their	time	and	energy,	free	of	charge,	to	provide	
valuable	support	for	organizations	that	rely	on	it	for	a	variety	of	functions,	from	
administrative	support,	to	community	outreach.		In	the	arts	and	cultural	organizations	
that	I	have	encountered	either	as	a	volunteer	or	a	patron,	it	appears	as	though	many	of	
their	volunteers	are	older.		Many	are	even	retired,	and	volunteering	is	a	way	to	occupy	
their	time	and	stay	active.		As	the	current	volunteers	get	older,	it	is	important	to	look	to	
the	next	generation,	millennials	or	Generation	Y,	as	a	valuable	resource	for	arts	
organizations.		These	are	the	people	that	will	be	patrons,	board	members,	and	donors	of	
the	organizations	in	the	future.		They	might	not	have	the	financial	stability	to	be	
engaged	with	the	organizations	on	that	level	at	the	moment,	but	what	they	do	have	is	
time	and	passion.		It	is	important	that	arts	organizations	recognize	how	to	best	recruit,	
motivate,	and	retain	this	generation	as	volunteers,	because	building	that	relationship	
has	the	potential	to	lead	to	further	millennial	engagement,	and	therefore	stability	in	
terms	of	attendance	and	financial	contributions,	in	the	future.	
While	the	exact	range	of	birth	years	that	serve	as	boundaries	for	the	millennial	
generation	varies,	there	is	a	clear	agreement	that	millennials	were	all	born	in	1980	or	
later,	and	before	the	year	2000.		Borrowing	from	Emiko	Ono’s	depiction	of	generational	
boundaries	in	her	Hewlett	Foundation	article,	“Moving	Arts	Leadership	Forward:	A	
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Changing	Landscape”	(Ono	2016,	3),	for	this	specific	research,	the	generations	will	be	
defined	as	follows:	
Millennials:	 	 Born	1980	to	1999	
	 	 	 Age	of	adults	in	2017:	18-37	
	
Generation	X:	 	 Born	1965	to	1979	
	 	 	 Age	of	adults	in	2017:	38-52	
	
Baby	Boomers:	 Born	1946	to	1964	
	 	 	 Age	of	adults	in	2017:	53-71	
	
Silent	Generation:	 Born	1925	to	1945	
	 	 	 Age	of	adults	in	2017:	72-92	
	
	 In	2014,	the	Pew	Research	Center	published	the	results	of	a	survey	of	millennials	
in	a	report	entitled	“Millennials	in	Adulthood,”	and	the	defining	characteristics	of	this	
generation	found	in	the	survey	can	prove	to	be	extremely	beneficial	to	arts	managers	
(“Millennials	in	Adulthood”	2014).		Pew	found	that	the	millennial	generation	is	the	first	
to	be	digital	natives.		This	generation	was	raised	in	a	world	where	they	were	active	users	
of	technology.		The	internet,	social	media,	mobile	technology	and	computers	are	an	
important	part	of	their	daily	lives,	where	people	from	previous	generations	have	had	to	
learn	to	adapt	to	these	technologies.		Because	of	this,	millennials	are	active	on	social	
media,	and	at	the	time	of	the	survey,	81%	of	millennials	were	users	of	Facebook.		
Millennials	are	networked	and	connected	to	the	world	around	them.		Any	information	
they	desire	can	be	found	at	their	fingertips.		They	want	to	be	informed,	and	they	want	
to	make	a	difference.	
	 The	Pew	Research	Center	also	found	that	millennials	are	the	first	generation	to	
have	“higher	levels	of	student	loan	debt,	poverty	and	unemployment,	and	lower	levels	
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of	wealth	and	personal	income	than	their…	predecessor	generations”	(“Millennials	in	
Adulthood”	2014,	5).		Because	of	this	fact,	arts	organizations	cannot	rely	on	millennial	
adults	to	be	large	donors	to	their	organizations	at	the	moment.		Millennials	are	
struggling	to	pay	off	debt	while	supporting	themselves	in	an	economy	that	is	still	
recovering	after	the	Great	Recession.		The	fact	that	millennials	face	current	financial	
instability	may	be	one	of	the	main	reasons	why	this	generation	has	been	slower	to	
marry	and	start	a	family	than	previous	generations.		Per	the	2014	report,	the	median	
age	at	first	marriage	was	29	for	men	and	27	for	women,	far	later	than	previous	
generations	(5).		Millennials	are	waiting	longer	to	start	families.		Though	it	is	unclear	
about	what	they	are	doing	with	their	extra	time,	whether	it	is	taking	on	additional	jobs	
or	working	overtime,	spending	time	socializing,	relaxing,	or	even	traveling,	it	is	possible	
that	arts	organizations	can	capitalize	on	the	fact	that	millennials	are	waiting	longer	to	
have	families.		They	may	not	be	able	to	donate,	but	they	may	be	able	to	volunteer.	 	
Currently,	there	has	been	limited	research	done	on	how	millennial	volunteers	
have	been	engaged	by	arts	organizations.		I	have	found	short	blog	posts	providing	
insight	into	millennial	motivations	for	volunteering,	as	well	as	academic	articles	relating	
to	defining	personality	characteristics	and	motivating	factors	for	millennials	in	general.		
What	I	did	not	find	in	the	literature,	however,	is	specific	research	into	how	arts	
organizations	are	engaging	millennial	volunteers.		The	purpose	of	this	research	is	to	
create	a	model	for	best	practices	that	can	be	utilized	by	arts	organizations,	thus	
contributing	to	the	field.		I	set	out	to	research	the	question:	how	should	arts	
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organizations	recruit,	motivate,	and	retain	millennial	volunteers	to	ensure	loyalty	and	
meaningful	future	engagement?	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
		
5	
LITERATURE	REVIEW	
	
	
Introduction	and	Overview	of	Volunteerism	in	the	United	States		
	 Volunteers	are	integral	members	of	non-profit	organizations.		They	provide	
greatly	needed	assistance	when,	often,	resources	are	limited.		In	order	to	understand	
how	arts	organizations	should	recruit,	retain,	and	foster	further	engagement	with	
millennials,	it	is	important	to	understand	how	relevant	literature	can	be	applied	to	this	
topic.		An	understanding	of	current	volunteer	rates	in	the	United	States,	volunteer	
motivations,	and	volunteer	management	practices	is	necessary	to	give	a	broad	overview	
of	the	field	of	volunteerism	before	focusing	attention	on	millennials.		After	obtaining	a	
broad	understanding	of	volunteerism,	specific	attention	can	be	paid	to	how	millennials	
are	motivated	to	volunteer.		Understanding	millennial	motivations	to	volunteer	will	
allow	arts	organizations	to	create	meaningful	connections	with	this	demographic,	which	
can	then	turn	into	lasting	relationships.	
	 In	order	to	create	a	comprehensive	understanding	of	the	motivations	of	
millennials	to	volunteer	and	assess	the	best	ways	to	recruit,	retain,	and	encourage	their	
further	engagement	with	the	organization,	it	is	necessary	to	perform	a	review	of	the	
existing	literature	pertaining	to	volunteer	motivation	and	habits	in	general	before	
examining	the	specific	motivating	factors	pertaining	to	millennials.		The	beginning	for	
this	process	entails	defining	exactly	what	it	means	to	volunteer.		Looking	at	the	official	
definition	of	the	word,	one	can	encounter	a	great	deal	of	ambiguity.		Volunteering	
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simply	means	willingly	offering	to	perform	a	task.		Since	much	of	the	research	
performed	on	volunteering	relies	on	surveys	and	interviews,	it	is	necessary	to	
understand	the	commonly	accepted	definition	of	volunteer.		Eleanor	Brown	defines	a	
volunteer	as,	“Someone	who	freely	chooses	to	work	unpaid	through	an	organization	to	
benefit	a	stranger”	(Brown	1999,	19).		She	was	able	to	reach	that	definition	by	analyzing	
the	four	dimensions	of	volunteering	that	have	been	utilized	by	scholars	Ram	Cnaan,	
Femida	Handy,	and	Margaret	Wadsworth	in	their	1996	Nonprofit	and	Voluntary	Sector	
Quarterly	article	entitled	“Who	is	a	Volunteer:	Conceptual	and	Empirical	
Considerations.”		In	their	descriptions	of	volunteering,	they	determined	the	four	
dimensions	to	be:	the	voluntary	nature	of	the	act,	the	nature	of	the	reward,	whether	
the	act	was	orchestrated	by	an	organization	or	not,	and	the	beneficiaries	of	the	act.		
Upon	defining	the	term,	Brown	was	able	to	analyze	existing	survey	data	and	gain	a	
better	understanding	of	volunteering	in	the	United	States.		In	1996,	48.8%	of	the	adult	
population	volunteered	within	the	year,	contributing	to	a	total	of	20.3	billion	hours	of	
work.		Of	those	hours,	15.7	billion	were	for	religious	organizations,	representing	the	
largest	percentage	of	volunteer	hours	(Brown	1999,	20).		She	determined	that	altruism,	
or	making	a	positive	difference,	was	one	of	the	main	factors	motivating	volunteers.		
Almost	20	years	later,	those	statistics	have	significantly	changed.		According	to	the	
Corporation	for	National	and	Community	Service,	in	2015	only	24.9%	of	residents	
volunteered,	and	these	people	contributed	only	7.9	billion	hours	of	service	(“National”	
2017).		Interestingly,	the	Corporation	for	National	and	Community	Service	data	
indicated	that	religious	organizations	still	possessed	the	highest	percentage	of	total	
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volunteering.		Thirty-four	percent	of	volunteers	volunteered	for	religious	organizations	
in	2015,	while	only	3.9%	volunteered	for	sport,	hobby,	arts,	and	cultural	organizations.		
Additionally,	there	was	not	one	age	group	that	volunteered	excessively	more	than	
another.		Age	demographics	were	broken	into	10	year	increments,	from	16	through	75.		
The	percentage	of	total	volunteering	for	each	group	was	between	11.4%	and	17.1%,	
with	17.1%	of	volunteering	being	done	by	people	aged	35	through	44.		This	was	a	
surprising	statistic,	since	I	had	expected	most	of	the	volunteer	force	to	be	55	and	over,	
people	nearing	or	past	retirement.	
	
General	Volunteer	Motivation	
	
	 A	great	deal	of	literature	exists	explaining	volunteer	motivation,	much	of	it	
building	upon	E.	Gil	Clary	et	al.’s	1998	article	“Understanding	and	Assessing	the	
Motivations	of	Volunteers:	A	Functional	Approach,”	from	the	Journal	of	Personality	and	
Social	Psychology.		This	article	describes	an	instrument	which	can	be	used	to	measure	
volunteer	motivation,	the	Volunteer	Function	Inventory,	or	VFI.		This	system	measures	
the	six	main	categories	of	volunteer	motivation:	values,	understanding,	social,	career,	
protective,	and	enhancement.		The	authors	determined	that	this	was	a	consistently	
reliable	tool	for	measuring	motivation,	and	found	that	the	VFI	could	be	utilized	to	match	
volunteer	motivations	with	communications	materials,	predict	volunteer	satisfaction,	
and	predict	individuals’	commitment	to	volunteerism.		The	studies	performed	for	this	
article	provide	support	for	the	fact	that	individuals	are	motivated	to	volunteer	in	ways	
that,	“…reflect	important	features	of	self	and	identity”	(Clary	et	al.	1998,	1526).		
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Additionally,	the	article	was	able	to	present	a	valuable	and	reliable	tool	by	which	other	
researchers	can	gauge	volunteer	motivation.	
	 Utilizing	the	VFI,	Barbara	J.	Houle	et	al.	surveyed	college	students	to	predict	task	
preference	in	their	2005	article	“A	Functional	Approach	to	Volunteerism:	Do	Volunteer	
Motives	Predict	Task	Preference?”	for	Basic	and	Applied	Social	Psychology.		Their	survey	
was	given	to	112	introductory	psychology	students.		This	survey	provided	a	list	of	eight	
volunteer	tasks,	such	as	data	entry,	reading	to	the	blind,	and	making	cards	for	the	
elderly,	which	the	students	were	asked	to	rank	in	order	of	preference.		The	students	
were	then	given	the	six	motives	for	volunteering	discussed	above,	and	asked	how	the	
eight	volunteer	tasks	from	the	first	part	would	satisfy	the	volunteer	motives	in	their	own	
opinions.		The	study	found	that	volunteers	do	differentiate	potential	tasks	based	on	the	
motivations	they	satisfy.		Additionally,	it	was	found	that	volunteer	tasks	may	satisfy	
more	than	one	motive	for	each	individual.		The	likelihood	of	volunteer	satisfaction	and	
increased	engagement	directly	corresponds	with	their	ability	to	choose	and	perform	
tasks	that	align	with	their	motives	for	volunteering.			
	 Generation	of	social	capital	may	be	another	by-product	of,	and	even	motivating	
factor	for,	volunteerism.		Isham,	Kolodinsky,	and	Kimberly	argue	that	membership	in	
civic	organizations	in	the	United	States	has	been	declining	since	the	1950s,	and	
volunteering	may	be	a	way	to	regain	that	lost	social	capital.		They	define	social	capital	
as,	“…the	networks	and	norms	that	facilitate	collective	action,”	(Isham	et	al.	2006,	367).		
Analyzing	data	from	the	2002	Vermonter	poll,	the	authors	discover	that	the	probability	
of	developing	social	capital	is	greater	with	those	involved	in	religious	or	social	service	
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organizations,	rather	than	humanitarian,	artistic,	health	care,	or	other	organizations.		
Additionally,	the	development	of	social	capital	was	affected	by	the	number	of	hours	
volunteered.		Because	of	the	conclusions	reached	through	the	data	analysis,	the	
researchers	determined	that	volunteering	can	be	a	partial	substitute	to	civic	
engagement	for	social	capital;	however,	they	feel	as	though	it	should	not	be	seen	as	a	
complete	replacement.	
	 Very	little	research	has	been	done	to	determine	if	arts	and	culture	volunteers	
can	be	distinguished	from	the	rest	of	the	volunteer	workforce.		To	address	this,	Wymer	
and	Brudney	contacted	organizations	of	various	types	in	two	Midwestern	U.S.	cities	
(Wymer	and	Brudney	2000).		These	organizations	were	asked	to	provide	their	lists	of	
volunteers.		Forty	organizations	from	a	variety	of	sectors	such	as	human	service,	
religion,	education,	health,	youth	development,	and	arts	and	culture,	provided	their	
lists.		From	the	lists,	the	authors	were	able	to	distribute	a	total	of	3,400	surveys	to	
volunteers,	of	which	1,016	were	returned.		The	comparison	of	arts	and	culture	volunteer	
surveys	and	responses	from	the	rest	of	the	volunteer	workforce	indicated	that	arts	and	
culture	volunteers	tend	to	be	older	than	other	volunteers.		Additionally,	the	research	
found	that	arts	and	culture	volunteers	differ	most	from	other	volunteers	in	terms	of	
their	personal	values	and	demographics.		While	this	was	only	a	preliminary	study,	the	
authors	suggest	that	arts	managers	should	utilize	data	collected	about	the	
demographics	and	important	values	to	arts	and	culture	volunteers	in	order	to	create	
specific	communications	targeted	towards	their	preferences.	
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Volunteer	Management	in	Non-Profit	Organizations	
	
	 Based	on	her	experience	as	a	volunteer	coordinator,	as	well	as	a	literature	
review,	Jennifer	Woodill	argues	that,	“…under	increasing	pressure	to	professionalize	
volunteer	management,	there	has	been	little	reflection	on	practice,	and	in	particular,	
how	‘best	practices’	limit	opportunities	for	citizen	engagement	and	social	inclusion,”	
(Woodill	2008).		She	proposes	a	modern	way	of	approaching	volunteer	management	
where	volunteers’	assets	are	recognized	and	utilized	to	their	full	potential.		The	
strengths	of	volunteers,	and	their	contributions	should	be	integrated	into	all	
departments	of	the	organization.		Because	of	this,	Woodill	recommends	that	job	
descriptions	not	be	utilized.		Rather,	roles	and	responsibilities	should	be	outlined,	and	
then	the	specific	job	should	be	created	to	best	suit	the	skills	of	the	volunteer.		Rather	
than	implementing	a	traditional	hierarchical	structure,	volunteers	should	be	allowed	to	
work	alongside	staff	in	order	to	facilitate	mentorship.		The	volunteers	can	learn	from	the	
staff,	and	the	staff	can	also	learn	from	the	volunteers’	experiences.		Organizations	
should	be	working	to	recruit	volunteers	in	an	inclusive	manner	in	order	to	develop	civic	
engagement	and	form	a	relationship	with	the	community.		Though	the	mentorship	
approach	between	staff	and	volunteers	may	be	time-consuming	from	a	managerial	
perspective,	Woodill	argues	that	the	increase	in	civic	engagement	that	arises	from	this	
would	appeal	to	funders,	which	would	in	turn	provide	additional	financial	support	to	
build	a	strong	volunteer	program.			
	 Additionally,	Helen	Bussell	and	Deborah	Forbes	provide	further	insight	into	how	
volunteer	managers	should	be	working	with	their	volunteers.		In	2002,	they	published	
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“Understanding	the	Volunteer	Market:	The	What,	Where,	Who	and	Why	of	
Volunteering,”	stating	that	in	order	to	recruit	and	retain	volunteers,	an	organization	
must	understand	its	target	market	(Bussell	and	Forbes	2002).		Organizations	must	
understand	who	these	people	are	and	what	their	specific	reasons	are	for	volunteering.		
They	must	understand	how	to	divide	prospective	volunteers	into	target	markets	by	
understanding	their	motivations,	with	such	common	ones	being	finding	a	sense	of	
belonging,	developing	life	and	job	skills,	and	altruism.		Additionally,	they	must	
understand	why	it	is	that	people	choose	not	to	volunteer.		In	order	to	find	the	
appropriate	volunteers,	the	organization	should	focus	on	how	it	can	communicate	their	
work	as	it	relates	to	volunteer	motivations.			
Bussell	and	Forbes	also	performed	a	case	study	of	a	rural	theater	which	attracts	
120,000	patrons	annually	in	their	article	“Volunteer	Management	in	Arts	Organizations:	
A	Case	Study	and	Managerial	Implications”	(Bussell	and	Forbes	2007).		In	doing	so,	they	
determined	that	word-of-mouth,	and	a	personal	approach	to	recruitment	generates	the	
most	volunteers	for	theater	organizations.		This	personal	approach	directly	ties	into	
their	2002	article,	about	how	understanding	the	volunteer	is	crucial	to	attracting	them	
to	the	organization.		The	authors	state	that	theater	volunteers	benefit	from	the	social	
aspects	of	volunteering,	a	sense	of	connection	to	the	artistic	product,	and	a	feeling	of	
being	appreciated	by	the	organization.		Therefore,	it	is	essential	that	other	theaters	
focus	on	providing	strong	social	connections,	and	a	professional,	welcoming	team,	in	
order	to	facilitate	a	successful	volunteer	program.			
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	 	In	the	article	“Social	Constructs	and	Human	Service:	Managerial	Sensemaking	of	
Volunteer	Motivation,”	Matthew	A.	Liao-Troth	and	Craig	P.	Dunn	address	the	issue	of	
sensemaking	in	volunteer	coordination	(Liao-Troth	and	Dunn	1999).		Sensemaking	is	
how	people	interpret	situations	as	a	result	of	their	past	interactions	and	experiences.		If	
volunteers	and	volunteer	managers	possess	differences	in	understanding,	the	result	
may	lead	to	diminished	organizational	effectiveness.		Utilizing	a	survey	completed	by	62	
volunteer	managers,	they	compared	the	data	collected	to	the	results	of	a	study	done	by	
Anderson	and	Moore	in	1978	which	surveyed	volunteers	about	their	motivations.		The	
study	determines	that	volunteer	managers	do	tend	to	make	sense	of	volunteering	in	
similar	ways	to	their	volunteers.		Specifically,	both	volunteers	and	volunteer	managers	
feel	as	though	altruism	is	a	primary	motivation	to	volunteering	(Liao-Troth	and	Dunn	
1999,	358).			
	 A	study	of	specific	organizational	factors	and	how	they	affected	volunteers	was	
published	by	Sibelle	Studer	and	Georg	von	Schnurbein	in	2013.		This	article,	entitled	
“Organizational	Factors	Affecting	Volunteers:	A	Literature	Review	on	Volunteer	
Coordination”	was	formed	through	researching	232	publications,	and	determined	
valuable	factors	for	organizations	to	consider	when	creating	and	managing	volunteer	
programs	(Studer	and	von	Schnurbein	2013).		First,	the	authors	found	that	there	was	a	
positive	effect	on	the	contributions	of	the	volunteers	when	human	resource	
management	techniques,	such	as	training	and	providing	ongoing	support,	were	utilized	
in	volunteer	coordination.		Additionally,	the	volunteer’s	specific	role	within	the	
organization	is	valuable	to	their	experience.		They	need	to	be	welcomed	by	the	staff	
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members	and	encouraged	to	provide	high	quality	work.		Because	of	this	feeling	of	
inclusivity,	the	presence	of	volunteers	at	meetings	has	been	shown	to	lead	to	successful	
collaboration	with	paid	staff.		The	authors	determined	that	the	less	ambiguity	there	was	
in	the	volunteers’	roles,	the	more	satisfied	volunteers	were	with	their	experiences.		
Finally,	the	authors	suggest	that	different	communication	strategies	must	be	utilized	to	
attract	the	optimal	volunteer.		This	connects	to	the	Bussell	research	referenced	above,	
stating	that	it	is	essential	to	create	target	markets,	and	communicate	strategically	in	
order	to	appeal	to	the	motivations	of	the	type	of	volunteer	the	organization	is	looking	to	
recruit.		The	authors	recommend	that	the	specific	areas	that	should	be	focused	on	to	
improve	volunteer	coordination	are	“the	definition	of	roles,	monitoring	of	the	social	
processes…	and	communication	of	the	organizational	identity	and	values”	(Studer	and	
von	Schnurbein	2013,	423).			
	 A	study	published	by	Huynh,	Metzer,	and	Winefield	titled	“Engaged	or	
Connected?	A	Perspective	of	the	Motivational	Pathway	of	the	Job	Demands-Resources	
Model	in	Volunteers	Working	for	Nonprofit	Organizations”	confirms	Studer	and	von	
Schnurbein’s	assertion	that	training,	inclusion	in	the	social	environment	of	the	
workplace,	and	other	human	resource	management	techniques	are	influential	to	the	
volunteer’s	experience	with	the	organization	(Hyunh,	Metzer,	and	Winefield	2012).		The	
authors	utilized	the	Job	Demands-Resources	model	to	gauge	volunteer	job	satisfaction.		
This	model	was	developed	to	understand	how	job	resources	are	able	to	fulfill	workers’	
needs,	but	can	also	be	applied	to	unpaid,	volunteer	workers.		A	survey	collected	from	
488	volunteers	with	organizations	in	South	Australia	sought	to	determine	how	job	
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resources	impact	work	engagement,	defined	as,	“…a	positive	fulfilling	work-related	state	
of	mind	that	is	characterized	by	vigor,	dedication,	and	absorption,”	(Huynh,	Metzer,	and	
Winefield	2012,	874)	and	connectedness,	which	is,	“…a	positive	emotional	sense	of	
wellbeing	that	results	from	an	individual’s	strong	sense	of	belonging	with	other	workers	
and	the	recipients	of	one’s	service”	(876).		The	result	of	the	study	was	that	work	
engagement	does	not	mediate	the	relationship	between	the	volunteer’s	job	resources	
and	their	motivation	to	volunteer	further;	however,	connectedness,	on	the	other	hand,	
does	mediate	the	relationship	between	the	job	resources	present	and	their	motivation	
to	continue	volunteering	with	that	organization.		Specifically,	support	from	colleagues	
and	supervisors,	performance	feedback,	and	training	were	the	resources	provided	that	
led	volunteers	to	experience	a	feeling	of	connectedness	to	the	organization.			
	 A	specific	model	that	can	be	utilized	by	organizations	for	recruiting,	placing,	and	
retaining	volunteers	is	outlined	in	Clary,	Snyder,	and	Ridge’s	article,	“Volunteers’	
Motivations:	A	Functional	Strategy	for	the	Recruitment,	Placement,	and	Retention	of	
Volunteers.”		This	model	utilizes	the	psychological	understanding	of	volunteer	
motivations,	and	the	Volunteer	Functions	Inventory,	to	suggest	best	practices	that	can	
be	utilized	to	develop	a	dedicated	volunteer	workforce.		In	order	to	recruit	volunteers,	
the	authors	suggest	understanding	the	specific	audience	the	organization	is	trying	to	
attract.		This	is	similar	to	Bussell	and	Forbes’s	research	indicating	that	the	organization	
must	understand	its	target	market.		Clary	et	al.	suggest	identifying	the	location	for	
recruitment,	then	distributing	the	Volunteer	Functions	Inventory	to	assess	their	specific	
motivations.		Once	their	motivations	are	determined,	a	communications	strategy	can	be	
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tailored	appropriately.		The	results	of	the	VFI	and	understanding	individual	motivations	
once	recruited,	will	help	to	guide	the	appropriate	placement	of	the	volunteer.		Task	
assignment	should	correspond	with	the	volunteer’s	personal	motivations.		In	order	to	
retain	volunteers,	it	is	essential	that	first	volunteers	be	assigned	to	the	appropriate	
tasks.		It	is	then	essential	for	volunteer	managers	to	be	aware	of	their	changing	
motivations	over	time,	and	assign	different	tasks	that	align	with	the	same	motivational	
functions	in	order	to	prevent	boredom.	
	
Generational	Differences		
	 It	is	often	assumed	that	millennials	think	differently	in	and	about	the	workplace	
than	their	colleagues	of	other	generations	do.		In	order	to	understand	this	assumption,	
Kwoske,	Rasch,	and	Wiley	analyzed	the	results	of	18	consecutive	years	of	the	Kenexa	
WorkTrends	employee	opinion	survey.		Their	analysis	determined	that	millennials	
reported	higher	levels	of	overall	job	satisfaction	than	previous	generations.		When	
broken	down	into	specific	categories,	millennials	reported	higher	levels	of	satisfaction	
with	job	security,	recognition,	and	career	advancement.		Millennials	reported	similar	
levels	of	satisfaction	with	pay,	benefits,	the	work	they	are	doing,	and	turnover	
intentions	when	compared	to	previous	generations.		Because	of	their	findings,	the	
authors	argue	that	it	may	not	be	entirely	necessary	to	tailor	the	work	environment	
specifically	to	the	presumed	needs	of	millennials.		There	is	not	a	dramatic	difference	
between	the	attitudes	of	millennials	and	previous	generations,	though	the	differences	
that	do	exist	are	something	to	be	conscious	of.		The	authors	suggest	that	rather	than	
		
16	
looking	to	address	generational	differences	as	a	potential	source	for	conflict,	
organizations	look	instead	towards	addressing	issues	of	organizational	culture,	
structure,	and	practices	to	improve	employee	satisfaction	across	all	employed	
generations.	
	
Millennials	
	
	 According	to	the	Corporation	for	National	and	Community	Service,	in	2015,	only	
21.9%	of	the	millennial	population	volunteered	(“Millennials”	2017).		This	percentage	
differs	greatly	from	only	10	years	prior,	when	25.2%	of	the	millennial	population	was	
volunteering.		Though	there	is	a	significant	change	in	millennial	volunteering	in	that	
timeframe,	the	percentage	of	millennial	volunteers	in	the	United	States	has	been	slowly	
increasing	since	2007,	when	it	reached	a	low	of	20.5%.			Unlike	the	rest	of	the	
population,	which	primarily	volunteered	for	religious	organizations,	the	largest	share	of	
millennial	volunteer	participation	went	to	education	and	youth	service	organizations,	at	
29.5%.		This	is	closely	followed	by	religious	organizations	at	28.4%.		Sport,	hobby,	arts	
and	culture	organizations	see	the	lowest	amount	of	millennial	volunteer	participation,	at	
only	3.5%.		It	is	essential	that	arts	and	culture	organizations	understand	the	needs	and	
motivations	of	the	millennial	generation	in	order	to	attract	a	larger	portion	of	
volunteers.	
	 Peggy	O.	Shields	believes	that	in	order	for	non-profit	organizations	to	be	
sustainable,	it	is	important	for	them	to	recruit	and	engage	young	adults.		In	her	article,	
“Young	Adult	Volunteers:	Recruitment	Appeals	and	Other	Marketing	Considerations,”	
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she	discusses	the	fact	that	regardless	of	age,	all	volunteers	are	motivated	by	
humanitarian	and	social	factors,	but	if	organizations	want	to	specifically	recruit	young	
adults	as	volunteers,	they	should	add	emphasis	on	self-advancement	and	personal	
development	in	their	communications.		It	is	worth	noting	that	85%	of	respondents	to	
her	study	indicated	that	they	planned	to	include	volunteer	work	on	their	resumes,	
suggesting	that	developing	skills	for	improving	job	potential	was	a	key	motivator	to	
young	adults.		Additionally,	young	adults	are	especially	selective	when	determining	the	
organizations	that	they	will	volunteer	for,	so	in	order	to	ensure	that	they	are	most	
engaged,	organizations	need	to	be	committed	to	developing	a	relationship	with	them,	
and	be	able	to	provide	some	sort	of	personal	benefit	to	the	volunteer.		Burns	et	al.	
displayed	similar	results	in	their	2006	article,	“Motivations	to	Volunteer:	The	Role	of	
Altruism.”		They	determined	that	from	their	sample	of	480	college	students,	there	was	a	
significant	correlation	between	altruism	and	other	motivations.		Though	altruism	was	
always	a	motivating	factor	of	some	sort,	it	is	essential	for	organizations	to	be	aware	of	
the	primary	motivations	of	the	people	they	are	trying	to	recruit	in	order	to	best	appeal	
to	them.		In	a	2008	follow-up	article,	entitled	“The	Effect	of	Gender	on	the	Motivation	of	
Members	of	Generation	Y	College	Students	to	Volunteer,”	Burns	et	al.	sought	to	provide	
insight	into	whether	male	and	female	millennials	possess	different	motivations	for	
volunteering.		Their	research	examined	the	six	motivators	for	volunteering	in	the	
Volunteer	Function	Inventory,	and	determined	that	altruism	is	the	strongest	motivation	
to	volunteer	for	both	male	and	female	millennials,	though	the	results	indicated	that	
females	were	more	strongly	motivated	by	altruism,	with	a	motivation	strength	mean	of	
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29.04,	compared	to	the	males’	27.16	(Burns	et	al.	2008,	111).		Next,	was	learning	new	
skills	and	practicing	underutilized	abilities,	which	presented	a	mean	motivational	
strength	rank	of	27	for	females,	and	24.62	for	males,	followed	by	developing	one’s	
career,	with	a	mean	motivational	strength	rank	of	24.52	for	females,	and	23.95	for	
males.		Although	males	and	females	ranked	their	motivations	to	volunteer	in	the	same	
order,	each	sex	put	a	different	level	of	importance	on	each	motivator.		Because	females	
ranked	each	of	their	volunteer	motivations	higher	than	males,	the	authors	argue	that	
focusing	on	these	four	motivators	may	be	most	effective	when	organizations	target	
females.	
	 The	Millennial	Impact	Report	of	2012	sought	to	specifically	determine	what	
motivates	millennials	to	donate	or	volunteer.		Using	a	mixed-methods	approach	
involving	surveys	and	focus	groups,	the	study	yielded	extremely	useful	results	about	
millennial	behaviors.		The	study	found	that	non-profit	organization	websites	are	key	
locations	for	volunteers	to	learn	about	volunteer	opportunities,	but	a	majority	of	
millennials	prefer	to	learn	about	volunteer	opportunities	directly	from	their	peers.		
Additionally,	social	media	has	been	proven	to	be	a	main	channel	for	millennials	to	share	
information	regarding	non-profits.		Millennials	volunteer	for	non-profits	that	inspire	
them,	and	if	long-term	relationships	are	developed,	those	volunteers	will	donate	larger	
amounts	of	money,	and	recruit	friends	and	family	to	become	involved.		Millennials	seek	
a	variety	of	volunteering	opportunities	from	one-time	events	to	long-term	
engagements,	and	they	want	to	be	able	to	use	their	knowledge	and	skills	to	help	lead	
non-profits	to	increase	their	impact.		Another	important	result	of	this	study	is	that	
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millennials	who	volunteer	with	non-profits	are	more	likely	to	make	donations.		This	
study	makes	it	clear	that	millennials	want	to	be	involved.		Organizations	need	to	take	
the	correct	approaches	to	reach	them	in	order	to	become	engaged.		If	they	do	so,	they	
are	likely	to	see	continued	involvement.			
	 Nicole	Adams	and	Adrienne	Picone	found	similar	results	to	The	Millennial	Impact	
Report,	particularly	that	word-of-mouth	is	most	valuable	for	recruiting	volunteers,	and	
included	additional	information	relevant	to	recruitment	strategies	specifically	targeted	
towards	millennials.		Their	study	found	that	young	people	are	eager	to	learn	from	a	
variety	of	experiences	that	can	be	gained	through	volunteering,	but	one	of	their	primary	
barriers	is	a	lack	of	information	readily	available	about	the	benefits	of	volunteering	and	
available	volunteer	opportunities.		In	order	to	create	meaningful	engagement	with	
volunteers,	volunteer	coordinators	need	to	treat	the	volunteers	as	individuals	and	
provide	superior	communication.			
	
Millennials	in	the	Workplace	
	
	 Looking	specifically	into	the	social	and	psychological	characteristics	of	
millennials,	Balda	and	Mora	examined	how	to	develop	leadership	strategies	in	the	
workplace	that	directly	correspond	to	these	traits.		The	article,	“Adapting	Leadership	
Theory	and	Practice	for	the	Networked,	Millennial	Generation,”	describes	millennials	as	
being	extremely	social	and	peer-focused.		It	also	uses	the	term	“digital	native”	to	
describe	them,	meaning	that	they	have	been	raised	in	a	world	where	they	understand	
computers	and	other	technology	fluently.		In	this	article,	concepts	such	as	P.F.	Drucker’s	
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“knowledge	work”	and	R.K.	Greenleaf’s	“servant	leadership”	theory	are	defined	to	help	
understand	how	they	are	relevant	to	the	workplace	and	how	millennials	respond	to	
them.		Balda	and	Mora	develop	the	term	“service	leader”	to	more	accurately	describe	
millennial	motivation	in	the	workplace.		The	authors	argue	that	what	some	may	see	as	
the	demands	of	a	millennial	are	actually	their	desire	to	make	a	difference.		Additionally,	
as	constant	communication	is	important	to	millennials,	they	expect	open	dialogue	in	the	
workplace.		It	is	concluded	that	leadership	within	organizations	will	have	to	adapt	to	the	
needs	of	millennials,	and	provide	an	environment	where	they	feel	as	though	their	work	
is	contributing	to	the	betterment	of	themselves	and	the	organization.		Providing	a	
workplace	with	open	communication	and	a	focus	on	collaboration	will	not	only	serve	to	
motivate	millennial	workers,	but	allow	others	within	the	organization	to	grow	and	learn	
new	ideas	as	well.			
	 Because	of	this	desire	to	make	a	difference,	volunteer	work	experience	may	
prove	to	be	beneficial	in	recruiting	millennials.		In	a	review	of	the	2014	Millennial	Impact	
Report,	Derrick	Feldmann	reported	that	55%	of	the	millennials	surveyed	said	that	they	
were	persuaded	to	accept	a	job	offer	after	discussing	the	employer’s	service-based	
initiatives	during	the	interview.		This	was	the	case	because	they	felt	as	though	they	
would	have	a	part	in	the	employer’s	positive	impact	on	the	world.		Additionally,	
Feldmann	found	that	another	important	factor	leading	to	millennial	loyalty	to	their	
employer	was	recognition	of	their	talents	and	efforts.		In	a	review	of	the	2015	Millennial	
Impact	Report,	Mark	Hrywna	reported	that	short-term	volunteer	opportunities	are	most	
appealing	to	millennials,	and	that	they	are	more	likely	to	volunteer	if	they	are	able	to	
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utilize	their	skills	to	benefit	the	cause.		Additionally,	millennials	are	more	likely	to	
volunteer	or	contribute	to	a	cause	within	the	workplace	if	there	is	a	competition,	prize,	
or	some	sort	of	incentive	for	doing	so.		It	was	found	that	millennials	are	more	likely	to	
become	involved	if	they	see	their	co-workers	or	supervisors	contributing	to	the	cause.		
Finally,	Hrywna’s	report	found	that	it	is	important	for	millennials	to	see	how	they	have	
made	a	difference.		While	these	factors	only	involve	motivations	for	giving,	
volunteering,	or	loyalty	within	the	workplace	setting,	it	is	possible	that	similar	
motivational	factors	should	be	considered	when	non-profit	organizations	attempt	to	
engage	their	own	volunteers.	
	 An	additional	consideration	to	millennial	motivations	to	volunteer	and	loyalty	to	
their	employer	comes	in	Wendy	Campione’s	article,	“Volunteer	Work	Experience:	Can	It	
Help	Millennials	to	find	Meaning	and	Interest	in	Their	Work	and	to	Negotiate	Their	Role	
Within	the	Workplace?”		Campione	mentions	that	on	average,	millennials	leave	a	job	
after	being	there	for	three	years.		Because	of	this,	she	seeks	to	understand	whether	or	
not	the	utilization	of	volunteer	work	experience	will	enhance	the	job	satisfaction	of	
millennials	and	lead	to	their	work	being	perceived	as	more	meaningful.		The	result	of	
Campione’s	analysis	indicated	that	volunteer	work	allows	millennials	to	build	
psychological,	social,	and	personal	resources,	which	can	in	turn	be	utilized	to	negotiate	
their	role	within	an	organization.		Campione	determined	that	unless	employers	focus	on	
the	training,	health,	and	respect	for	their	employees,	high	turnover	within	the	millennial	
demographic	will	continue,	which	is	a	concept	that	may	benefit	volunteer	managers	
when	trying	to	retain	their	volunteers.	
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Conclusion	
	
	 As	the	literature	suggests,	it	is	essential	for	volunteer	managers	to	understand	
the	motivations	of	their	volunteers,	in	order	to	recruit,	retain,	and	further	engage	
dedicated	volunteers.		While	altruism	is	a	consistently	prominent	motivating	factor	for	
all	volunteers,	millennials	are	also	motivated	by	the	ability	to	develop	and	utilize	skills	
that	can	then	be	utilized	to	further	their	careers.		It	is	essential	for	volunteer	managers	
to	pay	attention	to	all	of	the	motivating	factors	present,	and	provide	adequate	training,	
mentoring,	and	a	positive	social	atmosphere	in	order	to	engage	this	demographic.		With	
the	understanding	that	a	very	small	percentage	of	the	millennial	volunteer	workforce	
volunteers	for	arts	and	cultural	organizations,	and	volunteers	for	arts	and	cultural	
organizations	are	traditionally	older	than	those	who	volunteer	in	other	sectors,	it	will	be	
valuable	to	research	the	practices	of	organizations	within	this	sector.		They	may	not	be	
providing	millennials	with	the	type	of	volunteer	opportunities	and	potential	for	impact	
that	they	desire,	which	can	only	have	a	negative	effect	on	their	relationships	in	the	
future.		Millennials	want	to	make	a	difference,	and	it	is	necessary	for	arts	organizations	
to	demonstrate	their	ability	to	do	that.		
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METHODS			
	 A	mixed	methods	approach	was	utilized	to	research	this	topic.		Though	time	
constraints	were	a	concern,	it	was	important	to	utilize	both	qualitative	and	quantitative	
data	in	order	to	present	a	thorough	understanding	of	millennial	volunteer	habits	and	
motivations	(quantitative),	while	presenting	qualitative	data	from	interviews	in	order	
provide	information	relating	to	the	specific	experiences	and	practices	of	arts	and	
cultural	organizations	and	their	millennial	volunteers.	
	 The	quantitative	data	mentioned	above	was	collected	in	the	form	of	a	survey.		
This	survey	was	distributed	primarily	through	social	media.		It	was	shared	with	the	
researcher’s	family	and	friends,	as	well	as	community	Facebook	groups,	such	as	South	
Silly,	which	is	specifically	for	residents	of	South	Philadelphia;	the	Arts	Administration	
Graduate	Association	group	at	Drexel;	the	University	of	the	Arts	School	of	Music	group;	
and	the	Drexel	alumni	networking	group	on	LinkedIn.		Due	to	the	regional	focus	of	the	
groups	in	which	the	survey	was	shared,	respondents	were	primarily	located	in	the	
Philadelphia	region,	but	respondents	as	far	away	as	the	Midwest	and	California	
participated.		By	sharing	the	survey	in	a	variety	of	locations,	variety	in	responses	is	
ensured.		Not	everyone	who	responded	has	a	personal	interest	in	the	arts	or	non-
profits,	and	for	the	purpose	of	quantifying	the	volunteering	habits	of	millennials	as	a	
whole,	it	was	important	to	include	people	from	various	backgrounds	with	different	
interests.		In	order	to	collect	appropriate	data,	a	request	for	only	millennial	
participation,	asking	those	aged	18-36	as	of	July	2017	to	respond,	was	posted	in	
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conjunction	with	the	link	to	the	survey,	and	a	section	at	the	end	of	the	survey	collected	
demographic	information	so	data	can	be	sorted	based	on	certain	demographic	
information,	such	as	age	range,	gender,	income,	and	highest	level	of	education	
obtained.	
	 The	qualitative	data	was	gathered	through	interviews.		Volunteer	managers	at	
five	Philadelphia	arts	and	cultural	organizations	were	interviewed,	as	well	as	four	
millennial	volunteers	from	those	within	those	organizations.		In	order	to	ensure	balance,	
but	also	variety,	people	from	a	variety	of	organizations,	including	performing	arts,	visual	
arts,	and	a	science	museum	were	interviewed.		These	organizations	have	regular	
volunteer	opportunities,	but	also	event-specific	volunteer	opportunities	for	special	
events	and	festivals.		Volunteer	work	varies	from	administrative	help,	to	interacting	with	
patrons	during	an	exhibition	or	performance.		All	of	these	organizations	have	designated	
volunteer	programs.		In	the	interviews	with	the	volunteer	managers,	their	methods	for	
recruiting,	motivating,	and	retaining	millennial	volunteers,	and	whether	or	not	they	
have	seen	success	in	their	efforts	was	discussed.		Every	organization	is	different,	and	it	is	
important	to	provide	well-balanced	qualitative	results,	to	ensure	that	a	variety	of	
methods	are	examined.		Additionally,	through	interviewing	volunteers	at	each	
organization,	we	can	find	detailed	responses	about	whether	the	organizations’	methods	
are	working	or	not,	while	also	providing	in-depth	insight	into	the	motivations	of	
millennial	arts	volunteers.	
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Anticipated	Findings	
	
	 The	findings	of	this	research	will	indicate	that	millennials	are	motivated	by	
altruism	and	the	ability	to	learn	valuable	skills	through	volunteering,	and	that	arts	
organizations	that	have	the	most	variety	in	volunteer	opportunities,	while	also	providing	
incentives	to	their	volunteers,	will	have	the	most	success	in	engaging	the	millennial	
demographic	in	a	meaningful	way.	
Limitations	
	 While	the	potential	for	this	research	goes	beyond	volunteerism,	and	to	further	
engagement	habits	of	millennials,	these	habits	will	not	be	studied	due	to	time	
constraints.	While	responses	to	the	survey	came	from	different	areas	of	the	United	
States,	most	people	surveyed	were	from	the	Greater	Philadelphia	region.		Volunteer	
managers	and	volunteers	interviewed	were	also	from	organizations	in	that	region.		
Because	of	this,	a	thorough	understanding	of	volunteer	management	practices	and	
volunteer	motivations	of	millennials	around	the	country	could	not	be	determined.		
Additionally,	due	to	time	constraints	and	interest	in	participation,	it	was	difficult	to	
interview	more	than	one	or	two	millennial	volunteers	at	each	organization.		By	only	
interviewing	one	or	two	volunteers,	diversity	in	opinions	was	limited.		Interviewing	more	
volunteers	would	have	allowed	more	feedback	to	be	received	regarding	the	
organizations’	volunteer	programs,	which	would	provide	a	better	general	understanding	
of	their	successes	or	shortcomings,	instead	of	just	a	narrow,	personal	opinion.			
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SURVEY	RESULTS		
	
	 To	collect	quantitative	data	regarding	the	volunteer	habits	and	motivations	of	
people	in	the	millennial	age	range	of	18-36,	or	those	born	between	the	years	of	1980	
and	1999,	I	built	a	survey	in	SurveyMonkey,	which	was	then	shared	through	social	media	
in	July	2017.		To	ensure	that	respondents	fit	the	age	requirements	of	the	survey,	in	each	
post	with	the	link,	a	request	for	participation	amongst	those	in	the	18-36	age	range	was	
stated.		Doing	this	was	valuable,	because	it	allowed	people	to	see	whether	or	not	they	
fell	within	the	age	group	being	studied	so	that	they	would	not	unnecessarily	waste	their	
time	clicking	the	link	and	beginning	the	survey	only	to	find	that	their	results	would	not	
be	helpful.		It	is	worth	noting	that	data	acquired	from	this	survey	represents	a	
convenience	sample.		No	one	was	required	to	share	their	information,	and	many	
respondents	were	from	the	researcher’s	personal	or	extended	networks.		While	a	
substantial	number	of	responses	were	received,	these	may	not	be	reflective	of	all	
millennials’	volunteering	habits	and	motivations.	
	 A	total	of	219	responses	were	collected	between	July	15	and	July	28,	2017.		
Sixty-six	responses	were	collected	from	being	posted	on	the	researcher’s	personal	
Facebook	page.		This	link	was	also	shared	by	multiple	friends	of	the	researcher.		Eighty-
five	responses	were	collected	by	the	survey	being	shared	in	the	Drexel	Alumni	
Networking	Group	on	LinkedIn.		Thirty-six	responses	were	collected	from	the	South	Silly	
Facebook	group,	which	is	a	regional	group	for	people	living	in	South	Philadelphia.		
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Responses	collected	from	the	University	of	the	Arts	School	of	Music,	the	Arts	
Administration	Graduate	Association,	and	Community	Engagement	in	PHL	Arts	
Facebook	groups	generated	18,	12,	and	2	responses,	respectively.		The	fact	that	only	32	
out	of	the	total	219	responses	came	from	arts	and	culture-focused	groups	is	worth	
noting.		These	groups	would	theoretically	be	more	inclined	to	be	interested	in	arts	and	
culture	volunteering	opportunities,	so	it	is	essential	to	recognize	this	fact	when	
analyzing	the	data	collected	about	the	types	of	organizations	respondents	currently	
volunteer	for,	and	the	types	of	organizations	that	they	would	like	to	volunteer	for.			
	 Out	of	the	total	219	responses,	103,	or	47.03%,	indicated	that	they	had	
volunteered	for	a	non-profit	organization	within	the	past	twelve	months.		Of	the	103	
respondents	who	volunteered	within	the	past	twelve	months,	33.33%	of	them	
volunteered	once	per	month	or	more.		Fifty-four	percent	of	the	respondents	
volunteered	on	a	more	infrequent	basis,	between	2	and	12	times	within	the	year.		Only	
12.82%	of	these	respondents	volunteered	only	once	in	the	past	year.		These	numbers	
indicate	that	millennials	who	are	actively	volunteering	are	willing	to	frequently	give	their	
time.			
	 When	asked	about	the	organizations	that	they	volunteer	for,	there	was	no	
category	of	non-profit	organizations	that	overwhelmingly	stood	out	from	the	rest.		
Categories	given	were	civic	organizations,	youth	and	education	organizations,	arts	and	
culture	organizations,	political	organizations,	health	and	human	services	organizations,	
religious	organizations,	and	other.		Those	who	selected	the	“other”	category	were	asked	
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to	specify	the	types	of	organizations,	and	these	were	primarily	animal	welfare	groups.		
The	top	two	categories	were	youth	and	education	organizations	and	health	and	human	
services	organizations,	which	had	participation	of	39.74%	and	33.33%	of	the	active	
millennial	volunteers,	respectively	(Figure	1).		The	third	most	popular	category	was	arts	
and	culture	organizations,	with	participation	of	29.49%	of	the	active	millennial	
volunteers	surveyed.		When	asked	to	provide	the	names	of	the	arts	and	culture	
organizations	that	they	volunteered	for,	the	responses	varied	from	community	arts	
organizations,	such	as	the	Puffin	Cultural	Forum	and	the	Methacton	Community	
Theater,	to	large	performing	arts	centers	such	as	the	Mann	Center	for	the	Performing	
Arts.		Of	the	five	respondents	who	were	active	millennial	volunteers	from	the	School	of	
Music,	Arts	Administration	Graduate	Association,	and	Community	Engagement	in	PHL	
Arts	Facebook	groups,	all	of	them	chose	to	volunteer	for	arts	and	cultural	organizations,	
but	three	of	them	also	volunteered	for	other	types	of	organizations:	one	volunteered	for	
political	organizations,	one	volunteered	for	health	and	human	services	organizations,	
and	one	volunteered	for	religious	organizations.	
						
		
29	
		 					
Figure	1-	Types	of	Organizations	Where	Survey	Respondents	Currently	Volunteer	
	
When	asked	to	state	their	main	motivation	to	volunteer,	the	active	millennial	
volunteers	surveyed	overwhelmingly	selected	altruism	or	“to	do	something	good	for	
others.”		Seventy-six	percent	of	respondents	listed	doing	something	good	for	others	as	
their	main	motivator.		When	asked	to	state	any	other	motivating	factors	that	they	have	
for	volunteering,	49.33%	of	the	actively	volunteering	millennials	indicated	that	they	did	
it	to	meet	new	people,	and	48%	of	those	respondents	also	indicated	that	they	
volunteered	to	develop	new	skills.		One-third	of	the	respondents	also	stated	that	they	
volunteered	to	help	build	their	resumes.		Less	than	10%	indicated	that	their	main	
motivating	factor	was	their	only	motivating	factor.		This	information	is	valuable	because	
it	indicates	that	rarely	do	millennials	volunteer	for	one	reason.		There	are	other	factors	
at	play,	and	it	is	essential	that	arts	and	cultural	organizations	appeal	to	these	motivating	
factors	to	recruit	and	retain	millennial	volunteers.	
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	 Respondents	who	identified	as	actively	volunteering	millennials	indicated	that	
they	primarily	heard	about	volunteering	opportunities	through	word	of	mouth	(47.44%	
of	respondents).		Twenty-one	percent	of	the	respondents	selected	“other”	as	their	
answer	to	the	question	about	how	they	heard	about	volunteering	opportunities,	with	a	
majority	of	them	indicating	that	they	found	their	volunteering	opportunities	through	
actively	seeking	out	and	researching	opportunities.		These	people	stated	that	they	found	
this	information	through	Volunteer	Match	or	the	organizations’	individual	websites.		
Fewer	than	20%	of	respondents	indicated	that	they	discovered	volunteer	opportunities	
through	social	media	or	e-mail.		Interestingly,	when	asked	about	how	they	would	prefer	
to	find	out	about	volunteer	opportunities,	those	numbers	changed.		Thirty-five	percent	
indicated	that	they	would	like	to	hear	about	volunteer	opportunities	through	word	of	
mouth;	however,	they	would	also	like	to	discover	volunteer	opportunities	through	email	
(32.39%)	and	social	media	(25.35%).		The	response	to	this	question	indicates	that	
volunteers	would	like	to	find	opportunities	through	a	variety	of	channels,	and	that	an	
organization	should	not	rely	solely	on	one	method	for	recruitment.			
	 When	asked	about	what	prevents	active	millennial	volunteers	from	volunteering	
more,	there	was	an	overwhelming	response	(72.34%	of	respondents)	that	it	was	lack	of	
time.		Respondents	were	asked	to	list	any	secondary	factors	that	prevented	them	from	
volunteering,	and	53	people	responded,	indicating	that	there	were	a	few	factors	
contributing	to	why	active	millennial	volunteers	do	not	volunteer	more.		These	
secondary	factors	were	that	they	do	not	know	what	volunteer	opportunities	are	
available	(21	out	of	53	people	selected	this	as	an	additional	factor),	or	that	they	do	not	
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know	anyone	who	will	volunteer	with	them	(19	out	of	53	people	selected	this	as	an	
additional	factor).		These	responses	highlight	the	importance	of	organizations	having	
information	available	about	volunteer	opportunities	in	multiple	locations	so	that	it	is	
easy	to	find.		Additionally,	the	response	to	this	question	underscores	the	fact	that	the	
millennial	generation	is	a	social	one.		If	they	have	friends	or	family	who	will	volunteer	
with	them,	they	may	be	more	apt	to	get	involved.			
	 Additionally,	actively	volunteering	millennials	indicated	that	they	would	prefer	to	
volunteer	for	occasional	events.		Forty-six	percent	of	respondents	indicated	that	they	
would	prefer	volunteering	for	occasional	events,	while	18.31%	indicated	that	they	enjoy	
volunteering	on	an	ongoing	basis.		Thirty	percent	of	respondents	indicated	that	they	
enjoy	volunteering	for	occasional	events	and	on	an	ongoing	basis	equally.		These	results	
indicate	that	arts	and	cultural	organizations	looking	to	recruit	and	retain	volunteers	
would	be	benefitted	by	providing	flexible	one-time	volunteer	opportunities,	in	addition	
to	ongoing	volunteer	opportunities.		Actively	volunteering	millennials	are	looking	to	get	
involved,	but	may	only	be	able	to	commit	to	the	occasional	event.		To	keep	responses	
simple,	the	survey	did	not	elaborate	on	the	types	of	volunteer	opportunities	that	would	
be	available,	such	as	assisting	with	filing,	or	taking	on	a	more	demanding	role,	but	there	
was	a	section	where	respondents	could	elaborate	if	their	particular	opinion	was	not	
listed.		One	of	the	responses	given	stated	that	it	depends	on	the	specific	situation.		Due	
to	time	constraints,	they	would	be	likely	to	volunteer	for	occasional	events,	but	if	the	
volunteer	role	was	particularly	meaningful	to	them,	they	may	feel	compelled	to	
volunteer	on	an	ongoing	basis.				
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	 Of	the	total	219	respondents	to	the	survey,	107	indicated	that	they	did	not	
volunteer	in	the	past	twelve	months,	and	9	stated	that	they	did	not	know	if	they	did	or	
did	not.		For	the	purpose	of	analyzing	survey	data,	all	116	of	these	people	will	be	
categorized	as	millennials	who	are	not	active	volunteers.		These	respondents	were	
asked	to	indicate	the	types	of	organizations	they	would	like	to	volunteer	for,	and	they	
overwhelmingly	selected	arts	and	cultural	organizations.		Seventy-four	percent	of	
respondents	indicated	that	they	would	like	to	volunteer	for	arts	and	cultural	
organizations,	followed	by	61.17%	with	interest	in	youth	and	educational	organizations,	
and	45.63%	with	interest	in	health	and	human	services	organizations.		To	address	the	
fact	that	these	results	may	be	biased	due	to	survey	respondents	who	are	actively	
engaged	in	the	arts	and	cultural	communities,	an	analysis	of	the	responses	to	this	
question	was	also	done	with	the	responses	from	the	School	of	Music,	Community	
Engagement	in	PHL	Arts,	and	Arts	Administration	Graduate	Association	Facebook	groups	
removed.		The	results	found	that	most	respondents	still	showed	an	interest	in	
volunteering	for	arts	and	cultural	organizations	(69.41%),	closely	followed	by	youth	and	
education	organizations	(61.18%),	and	health	and	human	services	organizations	
(45.88%).		These	results	are	extremely	beneficial	to	arts	and	cultural	organizations,	
because	they	indicate	that	people	do	have	a	strong	interest	in	volunteering	with	their	
organizations.		In	order	to	best	take	advantage	of	this	interest	and	recruit	new	millennial	
volunteers,	it	is	essential	for	volunteer	managers	to	understand	why	they	are	choosing	
not	to	volunteer.	
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	 Similar	to	the	response	of	active	volunteers,	those	who	indicated	that	they	are	
not	active	volunteers	cite	lack	of	time	as	their	main	barrier	to	volunteering.		Sixty-nine	
percent	of	respondents	felt	as	though	lack	of	time	was	the	main	factor	preventing	them	
from	volunteering.		In	a	follow-up	question,	respondents	were	asked	to	indicate	any	
other	factors	that	prevent	them	from	volunteering.		Fifty-five	percent	of	respondents	
stated	that	they	are	not	aware	of	what	volunteer	opportunities	are	available.		
Additionally,	32.18%	indicate	that	no	one	had	asked	them	to	volunteer,	and	25.29%	
state	that	the	fact	that	they	do	not	know	anyone	who	will	volunteer	with	them	
contributes	to	their	lack	of	volunteerism.		For	this	question,	respondents	were	selecting	
from	a	provided	list	of	potential	barriers	to	volunteering,	but	were	also	given	the	
opportunity	to	list	other	choices.		Those	who	selected	the	“other”	option	cited	
indecision	about	what	organization	they	should	devote	their	time	to,	and	the	fact	that	
they	would	rather	contribute	their	specialty	skills	instead	of	doing	“out	of	the	box”	
volunteer	work	as	some	reasons	that	they	were	not	actively	volunteering.	
	 Respondents	who	were	not	active	volunteers	indicated	that	they	would	prefer	to	
hear	of	volunteer	opportunities	through	word	of	mouth.		Thirty-seven	percent	of	
respondents	indicated	this	as	their	preference,	closely	followed	by	34.74%	who	selected	
social	media.		E-mail	was	the	least	preferred	method	for	communicating	volunteer	
opportunities,	with	24.21%	of	respondents	choosing	that	option.		One	respondent	
indicated	that	“word	of	mouth	is	helpful	and	encouraging,	but	social	media	would	work	
too.	E-mail	at	this	point	just	feels	like	spam.”	
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	 When	asked	about	whether	they	would	prefer	to	volunteer	for	occasional	
events,	or	on	an	ongoing	basis,	a	majority	of	the	respondents	who	were	not	active	
volunteers,	68.42%	indicated	that	they	would	prefer	to	volunteer	for	occasional	events.		
Twenty	percent	of	the	respondents	indicated	that	they	would	enjoy	volunteering	at	
occasional	events	and	on	an	ongoing	basis	with	a	steady	schedule	equally,	and	only	
10.53%	indicated	that	they	would	prefer	to	volunteer	on	an	ongoing	basis.		The	option	
to	respond	to	this	question	with	“Not	applicable	–	I	do	not	want	to	volunteer,”	was	
available,	and	interestingly,	only	one	person	selected	this	option.		These	responses	
indicate	that	even	though	people	may	not	be	active	volunteers,	they	do	possess	an	
interest	in	volunteering.		Providing	flexible	options	that	do	not	require	a	regularly	
scheduled	commitment	for	how	to	get	involved	may	be	a	helpful	tactic	in	pursuing	new	
volunteers.	
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INTERVIEWS	WITH	VOLUNTEER	MANAGERS				 Between	July	and	August	2017,	five	volunteer	managers	from	various	arts	and	
cultural	organizations	in	Philadelphia	were	interviewed	to	discuss	their	methods	of	
recruiting,	motivating,	and	retaining	volunteers.		Additionally,	they	were	asked	
specifically	about	their	experiences	with	millennials	as	volunteers.		Volunteer	managers	
from	three	performing	arts	organizations	of	various	sizes,	one	visual	arts	organization,	
and	a	science	museum	were	interviewed.		Interviews	lasted	between	thirty	and	sixty	
minutes	and	took	place	either	in	their	offices	or	over	the	phone.	
	 Interestingly,	the	volunteer	managers	interviewed	utilized	a	variety	of	methods	
for	recruiting	volunteers.		One	of	the	performing	arts	organizations	did	not	actively	
recruit	volunteers	at	all.		Its	volunteer	manager	consistently	recalled	how	lucky	they	
were	to	have	people	so	dedicated	to	the	organization	and	its	work	that	they	actively	
sought	out	volunteer	opportunities	with	the	organization,	and	remain	active	throughout	
the	year.		This	volunteer	manager	stated	that	the	organization	had	a	group	of	
approximately	thirty	people	who	volunteered	for	performances	throughout	the	year,	
and	about	200	volunteers	who	sign	up	to	volunteer	specifically	for	their	annual	festival.		
This	organization	dedicates	a	page	on	its	website	to	volunteering.		People	who	are	
interested	in	volunteering	with	the	organization	are	simply	directed	to	email	the	
volunteer	manager,	or	if	they	are	interested	in	volunteering	for	the	festival,	they	are	
asked	to	fill	out	a	short	online	form	indicating	their	interests	and	availability.		Volunteers	
generally	assist	during	times	that	this	organization	has	a	show,	serving	as	ushers,	ticket	
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takers,	or	just	providing	general	information	about	the	performance	and	the	
organization.		When	they	volunteer	for	a	performance,	they	are	able	to	see	the	show	for	
free.		The	volunteer	manager	indicated	that	volunteers	for	the	organization	consist	of	
people	from	a	variety	of	different	age	groups,	and	when	asked	if	they	would	like	to	see	
more	millennials	volunteering	with	the	organization,	remarked	that	it	was	important	for	
the	volunteers	to	be	representative	of	diversity	and	inclusion,	from	young	to	old,	and	of	
all	races	and	genders.		They	are	not	specifically	focused	on	recruiting	millennials,	but	
rather	concerned	with	diversity.		This	volunteer	manager	had	only	been	working	with	
the	organization	for	four	years,	and	was	unsure	of	how	long	volunteers	remain	active	
with	the	organization,	but	mentioned	that	some	people	have	been	volunteering	since	
the	organization’s	inception.		She	has	no	plans	to	change	the	volunteer	program,	but	is	
considering	another	incentive	where	volunteers	are	able	to	get	discounted	tickets	to	
performances	in	order	to	motivate	them	to	attend	performances	as	patrons	when	they	
are	not	volunteering.		This	would	also	encourage	them	to	bring	friends	and	family	
members	who	may	not	be	regular	attendees	or	familiar	with	the	organization’s	work	to	
experience	their	productions	when	they	may	have	not	done	so	otherwise.	
	 The	volunteer	manager	interviewed	from	the	visual	arts	organization	indicated	
that	their	volunteer	program	was	relatively	new.		It	has	only	been	around	for	about	four	
years.		Because	they	are	a	small	organization,	they	are	not	actively	recruiting	new	
volunteers;	they	are	at	capacity	with	the	20	volunteers	that	they	currently	have.		When	
the	do	need	volunteers,	though,	the	volunteer	manager	stated	that	they	tend	to	be	
“self-selecting,”	meaning	that	they	have	an	interest	in	the	organization	and	actively	
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research	the	volunteer	opportunities	that	are	available	there.		When	volunteers	are	
needed,	aside	from	the	information	page	on	the	website	dedicated	to	volunteering,	the	
volunteer	manager	will	use	a	mix	of	social	media,	e-newsletters,	posts	on	Volunteer	
Match,	and	direct	contact	with	universities	to	recruit	volunteers.		Since	a	majority	of	this	
organization’s	programming	is	geared	towards	a	younger	audience,	most	of	the	
volunteers	who	work	with	the	organization	fall	within	the	millennial	age	range.		Only	
about	three	of	the	active	volunteers	do	not.		Volunteers	primarily	help	during	events,	as	
bartenders,	helping	with	set-up,	assisting	with	activities,	or	being	on-hand	to	provide	
information	about	the	organization	and	answer	basic	questions.		Aside	from	event-
specific	volunteers,	the	organization	utilizes	volunteers	to	provide	tours	of	the	space	on	
the	weekends.		Its	volunteers	are	expected	to	attend	an	orientation,	which	provides	
basic	background	information	about	the	organization	and	its	founder,	but	for	the	most	
part,	volunteer	training	happens	on-the-spot	before	an	event.		The	organization	does	
not	publish	these	incentives,	but	uses	them	as	a	way	to	acknowledge	the	volunteers	for	
the	work	that	they	do.		After	three	shifts,	each	volunteer	receives	a	membership	to	the	
organization.		Additionally,	every	year	there	is	a	volunteer-recognition	potluck	dinner,	
where	volunteers	who	go	above	and	beyond	are	recognized	with	a	one-of-a-kind	gift.		
The	volunteer	manager	for	this	organization	emphasized	the	importance	of	making	sure	
that	people	who	volunteer	for	this	organization	feel	as	though	their	time	and	work	is	
appreciated.		At	this	point,	the	visual	arts	organization	has	no	plans	to	change	its	
volunteer	program.			
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	 The	volunteer	manager	for	the	science	museum	is	another	person	who	does	not	
actively	recruit	volunteers	on	a	regular	basis.		The	museum’s	website	has	a	page	with	
information	on	becoming	a	volunteer,	so	anyone	interested	can	easily	find	out	how	to	
get	involved.		Additionally,	many	volunteers	are	found	through	word	of	mouth.		Only	
when	a	new	position	is	required	does	she	post	information	about	it	on	the	website	
Volunteer	Match.		Though	she	does	not	actively	recruit	volunteers,	the	museum	has	
approximately	300	volunteers,	though	it	fluctuates	throughout	the	year	with	more	
people	volunteering	during	the	summer	months.		Of	those	300	volunteers,	40%	are	
teens	younger	than	18,	31%	are	millennials,	12%	are	other	adults,	and	17%	are	retirees.		
She	would	not	necessarily	like	to	see	this	number	change,	and	feels	that	it	is	a	good	mix	
of	people.		Volunteers	for	the	museum	fulfill	a	variety	of	roles,	from	providing	
information	on	exhibits,	to	administrative	work,	to	behind-the-scenes	work	such	as	
taking	care	of	the	museum’s	live	animals.		The	process	begins	by	interested	parties	
submitting	an	application	to	volunteer,	and	then	they	are	called	in	to	interview	with	the	
volunteer	manager.		The	interview	tends	to	be	casual,	but	from	the	interview	and	their	
application,	she	can	gauge	where	the	volunteer	would	be	the	best	fit.		After	that,	there	
is	another	interview	with	staff	from	the	appropriate	department.		An	orientation	is	
required	for	certain	exhibitions,	but	for	most	volunteer	placement,	training	happens	on-
the-spot.		The	museum’s	volunteer	manager	feels	as	though	people	choose	to	volunteer	
for	the	museum	because	they	want	to	learn	new	things,	and	because	of	that,	she	makes	
sure	that	they	are	always	partnered	with	a	knowledgeable	staff	supervisor.		Additionally,	
she	feels	as	though	millennials	specifically	choose	to	volunteer	for	the	museum	because	
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they	are	there	to	build	important	skills	that	can	help	them	develop	their	resumes	and	
start	their	careers,	whether	they	are	current	college	students,	recent	graduates,	or	
young	adults	interested	in	a	career	change.		Volunteers	are	motivated	at	the	museum	by	
being	offered	free	passes	to	the	museum,	with	visual	acknowledgement	of	their	time	
commitments	on	a	bulletin	board,	and	when	the	budget	permits,	with	a	volunteer	
recognition	barbecue	or	holiday	party.		Though	the	museum	has	many	volunteers,	its	
volunteer	manager	estimates	that	only	5%	of	them	have	been	active	with	the	
organization	for	more	than	five	years.		The	museum’s	volunteer	manager	hopes	to	
expand	the	opportunities	available	to	volunteers	in	the	future,	and	hopes	to	integrate	a	
customer	service	training	for	all	staff	and	volunteers	so	that	they	are	unified	in	the	type	
of	experience	they	are	able	to	provide	their	guests	and	the	messages	that	they	are	
conveying	about	the	organization.	
	 The	volunteer	manager	for	another	one	of	the	performing	arts	organizations	
utilizes	different	avenues	for	recruiting	volunteers.		Generally,	many	volunteers	arrive	
through	the	organization’s	website,	though	word	of	mouth	is	also	a	popular	method	of	
recruitment.		When	there	are	specific	volunteer	needs,	posts	will	also	be	made	on	
Volunteer	Match	and	SERVE	Philadelphia.		Though	there	are	105	active	volunteers	with	
this	organization,	none	of	them	are	millennials,	and	most	of	them	are	over	the	age	of	
75.		The	volunteer	manager	for	this	organization	stated	that	she	would	like	that	to	
change,	but	has	had	difficulty	convincing	the	organization’s	administration	that	they	
should	be	recruiting	millennials	due	to	the	feeling	that	millennials	tend	to	be	lazy	and	
non-committal.		It	is	worth	noting,	however,	that	when	this	organization	produces	its	
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street	fair,	they	do	attempt	to	recruit	millennials	to	volunteer,	because	they	have	the	
ability	to	work	on	their	feet	for	hours	at	a	time,	and	this	only	requires	a	short-term,	
flexible	commitment.		Because	a	majority	of	the	volunteer	positions	occur	during	
regular	working	hours,	such	as	providing	assistance	in	the	administrative	offices,	staffing	
the	information	desk,	or	being	tour	guides,	millennials	who	are	employed	full-time	with	
a	standard	nine-to-five	job	cannot	commit	to	volunteering	for	this	organization.		This	
organization	does	not	motivate	its	volunteers	through	frequent	incentives.		It	can	
occasionally	provide	tickets	to	performances	and	has	an	annual	volunteer	recognition	
dinner.		The	volunteer	manager	feels	as	though	volunteers	are	motivated	to	commit	
their	time	to	this	organization	because	they	feel	a	sense	of	pride	in	being	able	to	help.		
The	volunteer	manager	also	actively	makes	an	effort	to	get	to	know	her	volunteers,	talk	
to	them,	tell	them	that	they	are	appreciated,	and	help	them	to	feel	as	though	they	are	
an	important	part	of	the	organization.	
	 The	last	performing	arts	organization	is	approaching	volunteer	recruitment	with	
a	very	different	mentality.		They	are	aware	that	a	majority	of	their	volunteers	are	older,	
and	are	attempting	to	recruit	millennials	to	volunteer	through	the	use	of	an	ambassador	
program.		This	program	is	specifically	targeted	to	millennials	because	it	has	certain	
physical	requirements	that	many	of	the	older	volunteers	are	unable	to	fulfill.		
Ambassadors	only	work	during	events,	and	manage	the	photo	booth	or	provide	general	
information	about	the	venue	or	the	organization	as	needed.		Their	role	is	to	be	a	
friendly,	welcoming	face	to	patrons	during	events.		The	volunteer	manager	for	this	
organization	has	110	total	volunteers,	with	28	of	them	being	millennials	in	the	
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ambassador	program.		In	order	to	recruit	for	the	ambassador	program,	the	volunteer	
manager	maintains	accurate	information	about	volunteering	on	the	organization’s	
website,	reaches	out	to	contacts	and	sponsors	to	find	corporate	volunteers.		
Additionally,	calls	for	volunteers	are	shared	in	the	e-newsletter,	and	positions	are	
posted	on	Volunteer	Match.		As	she	is	relatively	new	to	this	position,	she	has	chosen	to	
reach	out	to	people	who	expressed	interest	in	volunteering	in	the	past,	but	never	
followed	through	with	it.		She	feels	as	though	it	is	important	to	reopen	the	dialogue,	and	
ask	people	to	help.		In	addition	to	the	ambassador	program,	volunteers	with	this	
organization	also	help	with	fulfilling	ticket	orders,	coordinating	mailers,	general	
administrative	work,	and	cataloging.		A	majority	of	this	work	occurs	during	standard	
business	hours,	so	it	may	be	difficult	for	millennials	who	work	during	that	time	to	
participate	and	help	with	these	tasks.		The	volunteer	manager	for	this	organization	feels	
as	though	it	is	important	that	the	volunteers	feel	appreciated	for	giving	their	time.		All	
volunteers	who	work	performance	nights	get	to	see	the	performance	for	free,	and	
occasionally	volunteers	receive	some	of	the	premiums	that	the	organization	has	such	as	
t-shirts	or	tote	bags.		The	volunteer	manager	hopes	to	hold	a	volunteer	appreciation	
lunch,	which	she	believes	will	help	to	build	a	sense	of	community	and	add	more	of	a	
social	aspect	to	volunteering	with	the	organization.		This	organization	has	diversified	its	
programming	in	recent	years,	and	the	volunteer	manager	believes	that	the	more	the	
organization	continues	to	grow,	the	more	important	it	is	to	recruit	young	people	as	
volunteers.		She	hopes	to	send	a	satisfaction	survey	to	volunteers	in	the	ambassador	
program	soon	to	see	what	changes	or	improvements	can	be	made	to	the	program.	
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INTERVIEWS	WITH	VOLUNTEERS	
	
	
	 Interviews	with	millennials	who	are	actively	volunteering	for	arts	and	cultural	
organizations	took	place	between	July	and	August	2017.		Interviews	lasted	for	thirty	to	
sixty	minutes,	and	took	place	in	the	researcher’s	office	in	Center	City	Philadelphia.		The	
researcher	interviewed	two	volunteers	from	the	visual	arts	organization,	one	volunteer	
from	a	performing	arts	organization,	and	one	volunteer	from	the	science	museum.		Prior	
to	the	beginning	of	the	interview,	each	volunteer	was	asked	to	respond	to	the	thirty	
questions	of	the	Volunteer	Functions	Inventory	to	assess	whether	their	motivations	
matched	their	statements	during	the	interviews,	and	the	overall	sentiments	reflected	in	
the	social	media	survey.			
	 The	first	volunteer	interviewed	has	been	a	volunteer	for	the	visual	arts	
organization	since	the	beginning	of	its	volunteer	program,	three	or	four	years	ago.		She	
initially	discovered	the	volunteer	opportunity	because	the	organization	partnered	with	
her	employer	for	a	mosaic.		After	that	experience,	she	wanted	to	learn	more	about	the	
process	of	creating	a	mosaic,	and	signed	up	for	a	workshop	at	the	organization.		
Following	her	participation	in	the	workshop,	she	realized	that	she	wanted	to	be	active	
with	the	organization,	and	spend	more	time	there,	so	she	began	volunteering.		She	is	
primarily	an	event	volunteer,	where	she	greets	guests,	tends	bar,	and	assists	with	craft-
making	activities	at	evening	events.		During	the	busy	season,	she	estimates	that	she	
volunteers	12-15	hours	per	month,	or	4-5	times.		During	the	slow	season,	which	
happens	from	November	through	March,	she	volunteers	maybe	once	per	month,	if	at	
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all.		This	volunteer	actively	tells	her	friends	and	family	about	her	volunteer	experiences	
and	feels	as	though	the	information	she	shares	helps	to	get	them	excited	about	the	
organization’s	work.		She	stated	that	sharing	her	experiences	with	them	leads	to	people	
attending	events	at	the	organization	that	they	may	not	have	otherwise	thought	about	
going	to.		This	volunteer	works	for	a	school	in	Northeast	Philadelphia	that	has	a	strong	
focus	on	the	arts	and	community	outreach,	and	because	of	this	she	has	been	able	to	get	
her	school	involved	with	the	organization.		The	most	rewarding	aspect	of	her	volunteer	
experience	has	been	building	and	fostering	the	relationship	between	the	school	and	this	
organization.			She	mentioned	that	she	feels	as	though	the	organization	truly	values	her	
work	as	a	volunteer,	and	discussed	a	specific	time	when	she	was	recognized	for	her	time	
contribution	with	a	piece	of	art	created	by	the	founder	of	the	organization.		It	was	a	gift	
that	was	extremely	personal,	unexpected,	and	from	the	heart.		She	feels	as	though	she	
is	part	of	the	community	with	this	organization,	and	would	not	change	anything	about	
the	volunteer	program.		Interestingly,	the	result	of	her	Volunteer	Functions	Inventory	
was	that	she	was	motivated	most	by	understanding,	which	is	developing	knowledge	and	
skills;	however,	that	was	only	her	initial	motivation	for	volunteering.		That	is	not	why	she	
chooses	to	stay	there.		She	chooses	to	stay	there	because	she	values	the	work	of	the	
organization	and	enjoys	being	a	part	of	its	inviting	community.	
	 The	second	volunteer	interviewed	from	the	visual	arts	organization	had	also	
been	volunteering	for	the	organization	since	the	beginning	of	its	volunteer	program.		
She	lived	in	the	area	and	was	interested	in	volunteering	with	an	arts	organization	
because	her	day	job	involved	very	little	creativity,	so	she	began	to	research	a	few	
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different	organizations.		She	found	the	website	for	this	organization	and	it	piqued	her	
interest	enough	for	her	to	submit	an	application	to	volunteer.		Similar	to	the	first	
volunteer,	she	primarily	assists	at	events	as	needed.		She	estimates	that	she	volunteers	
one	or	two	times	per	month	during	the	summer	months,	or	the	organization’s	busy	
season.		This	volunteer	mentioned	that	she	feels	as	though	she	knows	all	of	the	staff	at	
this	organization,	and	that	she	feels	as	though	they	not	only	value	her	as	a	volunteer,	
but	they	also	value	her	time.		She	enjoys	the	fact	that	the	organization	hosts	annual	
volunteer	potluck	dinners	because	it	makes	her	feel	as	though	she	is	part	of	a	
community.		Additionally,	she	was	completely	surprised	when	she	was	gifted	with	an	
original	piece	of	art	by	the	organization’s	founder,	but	like	the	other	volunteer	from	this	
organization,	felt	as	though	she	was	immensely	appreciated	by	the	organization.		This	
volunteer	stated	that	the	best	part	of	her	experience	with	this	organization	was	the	
social	aspect	of	it.		She	loves	that	the	people	who	work	and	volunteer	there	are	great,	
and	it	is	a	warm,	welcoming	environment.		She	feels	as	though	the	organization	is	
strongly	focused	on	enhancing	the	lives	of	people	in	the	community	with	its	work.		She	
mentions	that	the	social	aspect	of	her	volunteer	experience	is	most	rewarding,	but	the	
results	of	the	Volunteer	Functions	Inventory	indicated	Values,	or	altruism,	to	be	her	
main	motivating	factor.			
	 The	millennial	volunteer	from	the	science	museum	has	been	volunteering	with	
the	organization	on	and	off	for	the	past	five	years.		She	initially	began	volunteering	
there	because	her	older	brother,	who	interned	there,	and	then	volunteered	there	as	
well,	asked	her	if	she	was	interested	in	helping.		Her	volunteer	work	involves	helping	
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with	specific	exhibits,	giving	guests	information	about	some	of	the	live	animals	they	
have,	but	it	also	involves	housekeeping	such	as	cleaning	the	animal	habitats	and	feeding	
the	animals.		She	currently	volunteers	for	half	of	a	day,	once	per	week,	but	the	exact	
timing	of	her	shift	depends	on	her	work	schedule,	so	her	volunteer	commitment	is	
flexible.		She	feels	as	though	her	interactions	with	the	museum’s	staff	have	all	been	
positive,	and	that	she	is	valued	as	a	volunteer.		She	also	mentioned	that	she	takes	
advantage	of	the	museum’s	incentives	as	much	as	possible,	from	attending	the	
volunteer	recognition	and	awards	dinner	where	she	has	been	able	to	make	great	
connections,	to	using	free	passes	to	other	museums	in	the	city	that	are	usually	provided	
in	April	every	year.		Though	her	volunteer	work	involves	interacting	with	guests	and	
providing	information	about	the	live	animals	in	the	museum,	she	feels	as	though	she	
would	like	to	be	more	involved	in	the	development	of	educational	materials.		She	plans	
to	continue	volunteering	for	the	museum	as	long	as	she	is	in	Philadelphia	and	has	the	
time	to	do	so.		This	volunteer	mentioned	that	she	simply	wants	to	do	something	that	
helps	other	people,	which	aligns	with	the	results	of	her	Volunteer	Functions	Inventory,	
where	she	scored	highest	for	the	Values,	or	altruism,	motivator.			
	 The	last	volunteer	interviewed	was	from	one	of	the	performing	arts	
organizations.		This	volunteer	had	been	volunteering	with	the	organization	for	the	past	
four	years.		She	began	volunteering	for	the	organization	because	she	was	new	to	the	
city,	did	not	have	a	job,	and	wanted	to	get	involved	with	the	arts.		While	looking	through	
job	posts	on	the	Greater	Philadelphia	Cultural	Alliance’s	job	bank,	she	found	a	post	
seeking	volunteers	for	this	organization.		She	volunteered	for	one	of	its	larger	annual	
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events,	and	became	friends	with	someone	who	was	working	there,	which	led	her	to	
continue	volunteering	for	the	organization.		She	currently	volunteers	approximately	5-
10	times	per	year	for	this	organization.		She	assists	with	events,	where	she	greets	guests	
at	performances,	provides	information	as	needed,	and	assists	with	any	other	duties	
necessary,	such	as	VIP	guest	coat	check,	or	taking	bids	for	a	silent	auction	at	the	annual	
gala.		In	her	time	as	a	volunteer,	she	has	met	many	of	the	organization’s	staff	members,	
and	has	felt	as	though	they	were	always	friendly,	professional,	and	prepared.		She	feels	
as	though	the	organization	values	her	as	a	volunteer,	and	enjoys	the	fact	that	she	is	able	
to	see	the	performances	for	free	on	the	nights	she	volunteers.		Because	of	this,	the	
knowledge	of	and	exposure	to	the	art-form	that	she	has	gained	is	one	of	the	best	parts	
about	her	experience	as	a	volunteer.		She	also	appreciates	the	fact	that	she	helps	an	
organization	that	actively	tries	to	make	the	arts	accessible	through	its	various	programs.		
She	is	able	to	help	around	the	city	and	make	a	difference.		This	sentiment	aligns	with	the	
motivator	determined	through	the	Volunteer	Functions	Inventory,	which	was	Values,	or	
altruism.		She	is	motivated	by	helping	others.	
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DISCUSSION	
	
	
The	survey	conducted	on	millennial	motivations	to	volunteer	and	volunteering	
habits	provided	some	extremely	valuable	insights	that	can	be	beneficial	to	arts	and	
cultural	organizations.		First,	millennials	are,	in	fact,	interested	in	volunteering	for	arts	
organizations.		Additionally,	they	are	motivated	to	volunteer	through	a	variety	of	
factors.		They	tend	to	primarily	be	motivated	to	volunteer	by	altruism,	or	helping	others,	
but	also	want	to	develop	new	skills,	and	meet	new	people	in	their	volunteer	
experiences.		Lack	of	time	is	the	most	prevalent	barrier	to	volunteering,	but	many	
millennials	indicated	that	they	also	do	not	know	what	volunteer	opportunities	exist.		
Survey	respondents	also	indicated	that	they	would	prefer	to	volunteer	for	occasional	
events.			
	 The	volunteer	managers	interviewed	all	utilized	their	organization’s	website	for	
recruitment.		Based	on	the	fact	that	many	survey	respondents	indicated	not	knowing	
what	volunteer	opportunities	are	available,	it	is	essential	that	volunteer	managers	utilize	
additional	channels	to	publicize	their	volunteer	opportunities.		As	the	volunteers	
interviewed,	and	survey	respondents	suggested,	millennials	research	what	volunteer	
opportunities	are	available.		Volunteer	Match	is	an	excellent	place	for	organizations	to	
publish	their	volunteer	opportunities,	and	because	that	is	a	valuable	resource	for	
anyone	seeking	volunteer	opportunities,	volunteer	managers	would	be	benefitted	by	
ensuring	that	they	have	their	volunteer	opportunities	posted	on	this	site,	and	also	that	
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they	regularly	update	postings	to	ensure	that	they	accurately	reflect	their	needs.		
Additionally,	regional	sites	such	as	SERVE	Philadelphia	and	the	Greater	Philadelphia	
Cultural	Alliance’s	job	bank	can	be	valuable	resources	for	posting	volunteer	
opportunities	relating	to	specific	needs.			
	 Word	of	mouth	is	one	of	the	most	persuasive	methods	of	recruiting	volunteers,	
so	it	is	essential	that	organizations	not	only	work	to	give	their	patrons	a	positive	
experience,	but	also	ensure	that	their	volunteers	are	having	positive	experiences	as	
well.		One	of	simplest	ways	of	doing	this	is	to	acknowledge	volunteers	for	their	time	and	
dedication	to	the	organization,	recognize	their	work,	and	make	them	feel	as	though	they	
are	welcomed	by,	and	part	of,	the	organization’s	community.		Additionally,	it	is	essential	
that	volunteer	managers	work	to	understand	their	volunteers’	motivations,	understand	
why	they	are	there,	and	personalize	their	experiences	to	ensure	that	the	volunteers	will	
have	the	best	experience	volunteering	with	the	organization.		If	the	volunteers	have	a	
positive	experience,	they	are	likely	to	stay	with	the	organization	and	share	their	
excitement	about	it	with	others.	
	 Lack	of	time	is	one	of	the	most	common	barriers	to	volunteering	that	millennials	
face.		Because	of	this,	arts	and	cultural	organizations	would	be	best	served	by	offering	a	
variety	of	ways	that	people	can	get	involved,	and	opportunities	that	can	accommodate	a	
hectic	schedule.		Volunteer	managers	must	be	willing	to	accommodate	various	
schedules,	and	understand	that	many	millennials	who	are	interested	in	volunteering	are	
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also	young	professionals	who	can	only	volunteer	on	nights	or	weekends.		Volunteering	
must	somehow	fit	into	their	busy	schedules.			
	 Every	millennial	is	different.		They	have	different	interests,	and	are	motivated	by	
different	things,	but	if	the	organization	is	able	to	appeal	to	their	interests	and	tap	into	
their	motivations,	they	will	be	able	to	retain	these	volunteers.		The	volunteers	who	were	
interviewed	had	all	volunteered	with	their	organizations	for	three	or	more	years.		They	
did	not	sacrifice	many	hours	to	help	their	organizations,	but	were	willing	to	maintain	
relationships	with	the	organizations	because	they	all	felt	as	though	they	were	valued	as	
volunteers.	
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CONCLUSION				 Millennials	want	to	be	involved	and	make	a	difference.		While	millennials	may	
not	be	at	a	point	in	life	where	they	can	make	large	financial	contributions	to	the	causes	
that	they	care	about,	they	can	contribute	by	sharing	their	time.		Arts	and	cultural	
organizations	can	utilize	this	fact	to	begin	building	relationships	with	people	in	this	
generation.		They	can	turn	to	millennials	to	volunteer	their	time,	and	begin	to	build	
relationships	with	these	people	that	will	lead	to	them	involving	other	people	with	the	
organization,	and	down	the	line,	perhaps	becoming	a	board	member,	or	making	
financial	contributions	to	the	organization.			
	 Arts	and	cultural	organizations	must	work	to	make	their	volunteer	opportunities	
visible	through	a	variety	of	channels.		Millennials	are	active	on	social	media,	though	that	
is	not	the	only	way	they	find	volunteer	opportunities.		If	a	cause	is	important	enough,	
they	will	seek	out	ways	to	get	involved	with	an	organization.		Arts	and	cultural	
organizations	must	maintain	pages	on	their	websites	with	accurate	information	on	
volunteering	opportunities.		They	need	to	indicate	that	volunteers	can	help	the	
organization	by	making	various	options	for	commitment	from	one-time	events	to	long-
term	projects,	and	on	a	flexible	schedule.		Additionally,	organizations	must	indicate	the	
responsibilities	of	each	volunteer	position	and	note	that	they	will	be	able	to	find	ways	
for	people	to	get	involved	that	best	suit	their	needs,	abilities,	and	interests.	
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	 Additionally,	it	is	essential	that	volunteer	managers	understand	the	motivations	
of	their	prospective	volunteers.		An	easy	way	to	do	that	is	to	have	interested	applicants	
submit	their	responses	to	the	Volunteer	Function	Inventory.		This	quick	tool	will	allow	
volunteer	managers	to	understand	what	these	volunteers	truly	wish	to	gain	from	their	
volunteering	experience,	and	would	indicate	any	secondary	motivators.		Though	
millennials	are	motivated	to	volunteer	primarily	due	to	altruism,	individuals	may	also	be	
motivated	by	a	desire	to	develop	their	skills,	or	to	meet	new	people.		Volunteer	
managers	must	be	able	to	articulate	how	volunteer	opportunities	with	their	
organization	can	fulfill	these	various	motivating	factors.		Peggy	O.	Shields	indicated	that	
it	is	essential	for	volunteer	managers	to	indicate	the	desirable	job	skills	that	can	be	
developed	through	volunteer	opportunities	in	their	recruiting	materials	in	order	to	
appeal	to	young	adults	(Shields	2009).		To	appeal	to	the	millennials	motivated	by	
altruism,	arts	and	cultural	organizations	should	indicate	specific	examples	of	how	their	
work	is	helping	others,	potentially	through	testimonials	or	statistics.		Volunteers	should	
be	able	to	see	how	their	contributions	make	a	difference,	and	how	their	participation	is	
able	to	help	others	as	well	as	themselves.	
	 Volunteer	managers	and	volunteers	alike	have	indicated	that	being	valued	by	the	
organization,	and	feeling	as	though	they	are	part	of	the	community	are	extremely	
important.		Also,	word	of	mouth	is	one	of	the	preferred	ways	for	people	to	hear	of	
volunteering	opportunities.		Because	of	this,	volunteer	managers	need	to	make	their	
volunteers	feel	as	though	they	are	truly	assets	to	the	organization.		This	can	be	done	by	
having	a	social	networking	group	for	volunteers	of	the	organization,	or	by	organizing	
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events	where	the	volunteers	can	get	to	know	each	other	and	the	organization’s	staff	in	a	
friendly	environment,	such	as	a	happy	hour	or	a	recognition	dinner.		Another	way	to	do	
this	would	be	to	have	something	along	the	lines	of	a	volunteer	and	staff	spotlight,	where	
staff	and	volunteers	are	interviewed	and	then	the	resulting	profiles	could	be	shared	in	a	
social	media	group	or	internal	email	list.		There	are	numerous	ways	that	organizations	
can	make	their	volunteers	feel	valued,	many	of	which	cost	little	or	nothing	at	all.		If	the	
volunteers	feel	valued,	they	are	likely	to	donate	larger	amounts	of	money,	share	their	
experiences	and	ask	others	to	get	involved	as	well,	as	the	2012	Millennial	Impact	Report	
indicated.	
	 All	of	these	suggestions	may	seem	daunting	to	volunteer	managers.		Many	
volunteer	managers	in	arts	and	cultural	organizations	perform	additional	duties,	and	
often,	only	larger	organizations	have	the	ability	to	hire	a	dedicated	volunteer	manager.	
Arts	and	cultural	organizations	should	prioritize	volunteer	programs.		Jennifer	Woodill	
stated	that	increasing	civic	engagement	would	appeal	to	funders,	which	would	then	
provide	additional	financial	support	to	build	a	strong	volunteer	program	(Woodill	2008).		
Additionally,	committing	the	resources	to	support	a	dedicated	volunteer	manager	and	
creating	a	strong	volunteer	program	would	enhance	the	public’s	perception	of	the	
organization	and	cultivate	loyalty	amongst	the	volunteers,	which	would	then	contribute	
to	organizational	stability	and	sustainability.	
	 Millennials	want	to	make	a	difference.		Arts	and	cultural	organizations	must	
work	to	make	their	volunteer	opportunities	known	to	this	audience,	and	personally	
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involve	them	with	their	work.		They	are	willing	to	give	if	the	right	opportunity	presents	
itself,	and	organizations	need	to	provide	opportunities	for	them	to	take	action.		In	
addition,	though	the	above	recommendations	are	the	result	of	a	study	focused	on	
millennials,	if	these	ideas	are	implemented,	arts	and	cultural	organizations	may	find	that	
they	are	beneficial	to	volunteers	from	other	generations.		Regardless	of	age,	volunteers	
want	to	feel	valued	and	want	to	help	others.		These	steps	may	take	some	time	to	be	
implemented,	given	the	limited	resources	of	many	arts	and	cultural	non-profit	
organizations,	but	can	only	work	to	strengthen	their	volunteer	programs.	
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Appendix	A:	Interview	Protocols	
	
Topic:		Volunteerism	
	
Research	Question:		How	should	arts	organizations	recruit,	motivate,	and	retain	
millennial	volunteers	to	ensure	loyalty	and	meaningful	future	engagement?	
	
Interview	Questions	for	Volunteer	Managers:	
	
• How	long	have	you	worked	as	a	volunteer	manager?	
o How	long	have	you	been	a	volunteer	manager	with	this	organization?	
• How	many	people	are	currently	volunteering	at	your	organizations?	
o Do	you	have	demographic	data	for	your	volunteers?	
o How	many	current	volunteers	are	millennials?	
o Would	you	like	to	see	this	number	change?	
• How	do	you	recruit	your	volunteers?	
o Do	you	use	different	recruitment	methods	for	different	groups	of	people?	
o What	specific	methods,	if	any,	do	you	use	to	attract	millennial	
volunteers?	
§ Have	these	been	successful?	
• How	do	you	determine	who	will	be	selected	to	volunteer?	
o Is	there	an	application?			
o Is	there	an	interview?	
§ What	does	the	interview	entail?	
• What	positions	do	volunteers	fill	within	the	organization?	
o Does	the	volunteer	get	to	choose	their	position?	
o What	is	the	training	process	once	these	positions	have	been	assigned?	
• How	do	you	motivate	your	volunteers	to	remain	engaged	with	the	organization?	
o Do	you	use	incentives?	
o Do	certain	volunteer	groups	respond	better	to	certain	motivation	
techniques?	
o Do	you	feel	your	methods	lead	to	deeper	engagement	and	loyalty	to	the	
organization?	
• How	committed	to	your	organization	are	your	millennial	volunteers?	
o How	long	do	they	stay	with	the	organization?	
o Have	they	gotten	involved	with	the	organization	in	other	ways?	
o Have	your	millennial	volunteers	recruited	any	of	their	peers	to	volunteer	
for	your	organization?	
• Do	you	plan	on	making	any	changes	to	your	volunteer	programs	in	the	future?	
o If	so,	what?	
• Do	you	have	any	further	information	about	millennial	volunteers	that	you	think	
may	be	helpful?	
(continued	on	next	page)	
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Interview	Questions	for	Volunteers:	
	
• Please	tell	me	a	bit	about	yourself.	
o Do	you	volunteer	for	other	organizations?	
§ If	so,	which	ones?	
o How	long	have	you	been	interested	in	volunteering?	
• How	long	have	you	been	a	volunteer	for	the	organization?	
• Why	did	you	first	decide	to	volunteer	for	this	organization?	
o How	did	you	find	out	about	the	volunteer	opportunity?	
• What	was	the	process	for	becoming	a	volunteer?	
• What	do	you	do	in	your	volunteer	position?	
o How	much	time	do	you	dedicate	to	this?	
o How	were	you	trained	for	this	position?	
• Do	you	interact	with	people	in	the	organization	other	than	the	volunteer	
manager?	
o If	so,	who?	
o How	would	you	describe	your	relationship	with	the	organization’s	staff?	
• Do	you	feel	as	though	you	are	valued	as	a	volunteer?	
o Do	you	take	advantage	of	the	incentive	program	(if	one	exists)?	
• Do	you	discuss	your	volunteer	experiences	with	your	friends?	
o What	do	they	think	about	your	experience?	
o Have	they	shown	interest	in	volunteering	for	the	organization?	
• What	has	been	the	best	thing	about	your	volunteer	experience	with	this	
organization?	
• In	what	other	ways	are	you	involved	with	the	organization	(board	member,	
attendee,	donor,	etc.)?	
• Would	you	change	anything	about	the	volunteer	program?	
o If	so,	what?	
• Do	you	plan	to	continue	volunteering	with	the	organization?		Remember	that	
anything	you	say	in	this	interview	will	be	kept	confidential.	
o Why	or	why	not?	
• Please	share	any	other	thoughts	or	information	about	your	experience	
volunteering	for	the	organization.	
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Appendix	B:	Survey	Protocol	
	
1.	Have	you	volunteered	for	a	non-profit	organization	in	the	past	12	months?	
	 a.		Yes	
	 b.		No	
	 c.		I	don’t	know	
	
If	the	respondent	selects	“Yes”	to	Question	1,	they	will	be	directed	to	Question	2.		If	
they	select	“No”	or	“I	don’t	know”	they	will	be	sent	directly	to	Question	5.	
	
2.		How	frequently	did	you	volunteer	in	the	past	12	months?	
	 a.		Once	
	 b.		2-6	times	
	 c.		7-12	times	
	 d.		Once	per	month	
	 e.		Multiple	times	per	month	
	 f.		Not	applicable	
	
3.		What	is	your	main	motivation	to	volunteer?	
	 a.		To	meet	new	people	
	 b.		To	develop	new	skills	
	 c.		To	do	something	good	for	others	
	 d.		To	build	my	resume	
	 e.		Other	(please	specify)	___________________________	
	
4.		Are	you	motivated	to	volunteer	by	any	other	factors?		Please	select	all	that	apply.	
	 a.		To	meet	new	people.	
	 b.		To	develop	new	skills	
	 c.		To	do	something	good	for	others	
	 d.		To	build	my	resume	
	 e.		Not	applicable	–	I	am	only	motivated	to	volunteer	by	my	response	indicated	in		
					Question	3	
	 f.		Other	(please	specify)	___________________________	
	
5.		What	prevents	you	the	most	from	volunteering	or	volunteering	more?		Please	select	
one.	
	 a.		Lack	of	time	
	 b.		No	one	has	asked	me	
	 c.		I	don’t	know	what	volunteer	opportunities	are	available	
	 d.		I	don’t	know	anyone	who	will	volunteer	with	me	
	 e.		I	don’t	have	the	skills	needed	
	 f.		Other	(please	specify)	___________________________	
	
6.		What	additional	factors	prevent	you	from	volunteering?		Please	select	all	that	apply.	
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	 a.		Lack	of	time	
	 b.		No	one	has	asked	me	
	 c.		I	don’t	know	what	volunteer	opportunities	are	available	
	 d.		I	don’t	know	anyone	who	will	volunteer	with	me	
	 e.		I	don’t	have	the	skills	needed	
	 f.		Other	(please	specify)	___________________________	
	
7.		How	do	you	hear	about	volunteering	opportunities?	(Only	asked	to	those	who	select	
“Yes”	on	Question	1)	
	 a.		E-mail	
	 b.		Word	of	mouth/Friend/Family	
	 c.		Social	Media	
	 d.		Not	applicable	–	I	do	not	know	what	opportunities	to	volunteer	exist	
	 e.		Other	(please	specify)	___________________________	
	
8.		How	would	you	prefer	to	hear	about	volunteering	opportunities?	
	 a.		E-mail	
	 b.		Word	of	mouth/Friend/Family	
	 c.		Social	Media	
	 d.		Other	(please	specify)	___________________________	
	
9.		Would	you	prefer	to	volunteer	for	occasional	events,	or	on	an	ongoing	basis	with	a	
steady	schedule?	
	 a.		Occasional	events	
	 b.		Ongoing	basis	
	 c.		I	enjoy	volunteering	at	events	and	on	an	ongoing	basis	with	a	steady	schedule	
equally	
	 d.		Not	applicable	–	I	do	not	want	to	volunteer	
	 e.		Other	(please	specify)	___________________________	
	
10.		What	types	of	organizations	do	you	volunteer	for?		Please	select	all	that	apply.	(Only	
asked	to	those	who	select	“Yes”	on	Question	1)	
	 a.		Civic	organizations	
	 b.		Youth	and	education	organizations	
	 c.		Arts	and	culture	organizations	
	 d.		Political	organizations	
	 e.		Health	and	human	services	organizations	
	 f.		Religious	organizations	
	 g.		Other	(please	specify)	__________________________	
	
11.		What	types	of	organizations	would	you	like	to	volunteer	for?		Please	select	all	that	
apply.	(Only	asked	to	those	who	select	“No”	on	Question	1)	
	 a.		Civic	organizations	
	 b.		Youth	and	education	organizations	
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	 c.		Arts	and	culture	organizations	
	 d.		Political	organizations	
	 e.		Health	and	human	services	organizations	
	 f.		Religious	organizations	
	 g.		Other	(please	specify)	__________________________	
	
	
12.		What	is	your	age	range?	
	 a.		18-24	
	 b.		25-29	
	 c.		30-34	
	 d.		35-39	
	 e.		40-49	
	 f.		50-59	
	 g.		60+	
